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Introduction 


The purpose of this manual is not to make all Bell 
System printed communications look alike — but, 
simply, to make them all look like the product of Bell 
System Companies. Our goal is to help the public 
to perceive the Bell System more clearly as a group 
of companies that are working together. 


More than a billion pieces of literature, reports and 
printed communications of all types are distributed 
by Bell System companies each year. This massive 
array of material must contribute to the communica- 
tion of our corporate identity — just as is now being 
accomplished by our advertising, our fleet of ve- 
hicles, our building signage, directory covers and 
other graphic manifestations of our Corporate Iden- 
tification Program. Conversely, a collection of printed 
materials from all of our companies should not 
appear to have been produced by more than two 
dozen unrelated business enterprises. 


We are concerned with the proper application of our 
basic identification elements —the bell symbol, com- 
pany signatures, the blue and ochre stripes, and our 
Bell System trademarks and service marks. These 
are the signals of our identification program that help 
us to look like “One Bell System.” This manual pre- 
sents implementation guidelines relative to the use 
of these identification signals as they apply to printed 
communications. This is a working tool, designed 

to assist Bell System people engaged in the design 
and production of printed communications on a 
day-to-day basis. 


Approved Methods of Identification: 
Printed Communications 


Demonstrated below are basic guidelines to be fol- 
lowed to identify a Bell System operating company 
on printed communications. 


Demonstration A: A company signature (bell 
symbol and company logotype) must appear on the 
front panel, or primary identification surface, of each 
printed piece. The company signature must be 
prominently displayed. 


Demonstration B: İn some instances, the company 
signature may become somewhat less prominent 
because of space limitations. However, the identifi- 
cation must remain easily visible. 
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Demonstration C: When the company signature is 
shown clearly on the primary identification surface 
as part of a photograph or illustration—and is not 
distorted — it can suffice as a proper identification. 
In this instance the identification signature need not 
be repeated on the same surface. 


Demonstration D: When the company identification 
is a secondary aspect of the photo or illustration, or 
distorted, partially covered or incomplete, then the 
signature must be repeated on the main surface in 
the approved manner. 


The First Team 
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Color: Use with Company Signatures 
The preferred color treatment for all signatures is the 
bell symbol in Bell Blue and the logotype in black. 


Demonstration A: This is the preferred treatment. 
Bell Blue symbol, black logotype. 


Demonstration B: The symbol may be white and 
the logotype black. 


Demonstration C: Unacceptable. The bell symbol! 
must be in Bell Blue—logotype in black. 


Demonstration D: Unacceptable. The bell symbol 
may not appear in black and the logotype in white. 


Demonstration E: The signature may be used in 
one color. Black or Bell Blue is preferred. 


Demonstration F: The signature may be black on 
a contrasting color background. 
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Demonstration G: Unacceptable. The color must 
have good contrast to the background. 


Demonstration H: Unacceptable. The background 
color is too dark to allow overprinting. 


Demonstration I: The company signature must 
have good contrast to the background. 


Demonstration J: The entire signature may be 
reversed out of a background color. 


Demonstration K: Unacceptable. When neither Bell 
Blue or black is used, print signature in single color. 


Demonstration L: Unacceptable. The signature 


must appear in one color when printed over a back- 
ground that is not Bell Blue. 
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The Bell Symbol: 
Unacceptable Graphic Techniques 


Below are graphic techniques which must be 
avoided: 


Demonstration A: The bell must always be shown 
with its surrounding circle. 


Demonstration B: Never fill in any part of the symbol. 


Demonstration C: Never use more than one color 
in the bell symbol. 


Demonstration D: Do not use the bell symbol as 
a part of an illustration. 


Demonstration E: Do not create the bell symbol 
from unapproved reproduction materials. 


Demonstration F: Do not add shapes or other 
graphic devices to the bell symbol. 
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Demonstration G: The symbol should not be used 
as an alphabet character, punctuation mark or 
decorative device. 


Demonstration H: Do not place the symbol against 
a background of strong pattern or texture. 


Demonstration I: Do not print the symbol over half- 
tones or illustrations unless the area is an even tone. 


Demonstration J: The background and the areas 
inside the circle and bell must be of a single color. 


Demonstration K: Do not intersect the symbol with 
color panels, illustrations or other graphic devices. 


Demonstration L: Do not enclose the bell symbol 
in other shapes unless they represent a minimum 
of Və the diameter of the bell symbol. Do not make 
a border around the bell. 


The Bell Symbol: 
Use of Multiple Images 


The bell symbol has been successfully adapted to 
multiple image application. VVhen properly utilized, 
it provides effective identification in addition to 
being used as a decorative device. Demonstrations 
A, C and E are acceptable. 


Demonstration A: Staggered pattern. 
DemonstrationB: Unacceptable. The bell symbol 
must not be used in a multiple image pattern to 
create any other “shape” (e.g., a pyramid, organiza- 
tion chart, sales chart). 

Demonstration C: Aligned pattern. 
Demonstration D: Unacceptable. Do not overprint 


one image of the bell over another to create a pat- 
tern effect. 
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Demonstration E: Single, horizontal line. 


Demonstration F: Unacceptable. Do not use mul- 
tiple symbols as a “visual aid” device (charts and 
graphs), or to create a random decorative effect. 


Staging: Company Signatures 


The company signature must be allovved sufficient 
space for good “staging.” 


Demonstration A: The guidelines shovvn belovv are 
recommended minimum spaces that should be 
maintained betvveen the company signature and any 
other graphic element or the edge of the vvorking 
area. This does not apply to slogans or any copy that 
is not part of the company signature. 


Note: The Vəx specification, shown below, does not 
always apply when the company signature is used 
in conjunction with the Bell Blue and ochre identifi- 
cation stripes. See pages 10 and 11 for detailed 
information concerning the use of stripes with the 
company signature. 
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Demonstration B: The company signature is prop- 
erly staged, with sufficient space between it and the 
copy above and to its right as well to the trim edge. 


Demonstration C: Unacceptable. In this instance, 
copy surrounds the signature at top and bottom. This 
crowding of the signature does not allow the reader 
to comprehend the identification clearly. 
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identification Stripes: 
Acceptable Use 


The demonstrations on this page are the basic guide- 
lines for the proper application of Bell System iden- 
tification stripes to printed communications. 


Demonstration A: This shows correct use of the 
stripes. The white space between the stripes is 
one-half the height of one of the stripes. The blue 
stripe is on top. The stripes may appear in either a 
horizontal or vertical position, but must not be used 
in a diagonal position or be curved in any way. 


Demonstration B: In a vertical position, the blue 
stripes should always be on the left. 


Demonstration C: The stripes should always be at 
least twice as long as they are high. Otherwise, they 
will appear to be bars or blocks rather than stripes. 


Demonstration D: It is preferred that the stripes 
bleed left and right. They may also abut the top or 
bottom of the working area. 


Photographs or square-finished halftone art may be 
placed abutting the stripes. Black also may be used 
in this manner, as shown. However, no other color 
may be used. See Demonstration J. 


Demonstration E: Photographs, square-finished 
halftone art or black may be placed close to the 
stripes. To prevent the area between the stripes and 
the art from appearing to be an extra stripe, this 
space must be one-half the height of the white space 
that appears between the stripes. Or: 
Demonstration F: The distance between the stripes 
and any photograph, square-finish halftone art or 
color area must be a minimum of a space equal to 
the total height of the stripes. 
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Identification Stripes: 
Unacceptable Use 


The demonstrations below are examples of stripe 
applications which are not acceptable. 


Demonstration G: The stripes may never appear in 
any position other than true horizontal or vertical. 
Also, they must never be angled or curved (to create 
an illustration) or function in any way other than as a 
stripe. 


Demonstration H: The stripes must never appear in 
a vertical and horizontal position on the same sur- 
face. They cannot be used to create a border or a 
frame effect 


Demonstration I: When used at more than the recom- 
mended 2 to 1 width-to-height ratio, the stripes be- 
come panels. This is not acceptable. 


Demonstration J: Do not abut a color other than 
black to the stripes 


Demonstration K: The white space maintained 
above or below the stripes must not be the same 
height, or nearly the same height, as the white space 
that separates the stripes, as shown here. This 
appears to create another stripe, which is not accept- 
able. See Demonstrations E and F on the facing 

page for correct application 


Demonstration L: No more than one set of stripes 
may be used on one field 


Identification Stripes: Acceptable 
Use with the Company Signature 


There are many instances where it is desirable to stripes a distance equal to the total combined height 

use the stripes with the company signature. Care of the stripes. 

must be taken to avoid the implication that the stripes 

are part of the signature. They are a separate, sup- Demonstration D: When stripes and the company 

plemental identification device. The demonstrations signature appear on the same printed surface, one 

below are acceptable applications. element or the other should be dominant, so they do 
not begin to appear as a combined unit. Demonstra- 

Demonstrations A and B: The stripes must adhere tion D shows the stripes dominant. 

to staging specifications relative to the company 

signature. The stripes must be positioned away from Demonstration E: The company signature is domi- 

the company signature a minimum of one-half the nant over the stripes. 

diameter of the bell symbol, or the combined total 

height of the stripes, whichever is greater. Demonstration F: The length of the stripes in this 
demonstration prevents them from becoming part 

Demonstration C: The stripes must be positioned of the symbol. 


within their own proper staging area. Copy and de- 
sign elements (other than large color panels and 
photographic areas) must be separated from the 
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Identification Stripes: Unacceptable 
Use with the Company Signature 


Below are examples of stripe applications which 
must be avoided in the design of printed materials. 


Demonstration G: Do not allow the stripes to violate 
the staging area of the company signature. See 
Demonstration A, on the facing page. 


Demonstration H: Company signature is positioned 
too close to the stripes, thus violating the staging 
area of the stripes. See Demonstration B, on the 
facing page. 


Demonstration l: Do not make the stripes the same 
left-to-right measure as the company signature. This 
seems to create a single-unit effect. 


Demonstration J: This is unacceptable because 


the stripes appear to be replacing a logotype, and 
become too much a part of the symbol. 
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Demonstration K: No typographic matter or graphic 
device, including symbols and logotypes, may be 
placed on or between the stripes. 


Demonstration L: Do not interrupt the stripes with 
any graphic device. This technique creates two sets 
of stripes, which is unacceptable. 
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Company Signatures: Use of Tvvo or 
More Signatures on the Same Surface 


Generally tvvo (or more) company identifications 
should not appear on the same printed surface. Hovv- 
ever, there are instances vvhere dual sponsorship of 
an informational or promotional document make it 
necessary for multiple identification signatures to 

be used. Special guidelines have been established 
for these situations. 


Demonstrations A & B: When two or more company 
names must appear together on the same printed 
surface, use either Demonstration A—flush left con- 
figuration, or Demonstration B—centered version. 
The letter-size of the logotypes must remain equal. 
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Demonstration C: Unacceptable. The size of type 
of all company logotypes must remain equal. A size 
variation is not only visually disturbing but reduces 
the importance of the smaller signature. 


Demonstration D: Unacceptable. Do not show two 
complete company signatures — each with its own 
bell symbol—on the same printed surface. This 
creates a visual redundancy. 


ATST Long Lines 
Bell of Pennsylvania 


Marketing Surv ne} 


Marketing ATeT Long Li ATaT Long Lines 
ong Lines 
Survey Bell of Pennsylvania Bell of Pennsylvania 
Marketing Survey 
C 


Marketing 
Survey 


Company Signatures: 
Use vvith Titles and Headings 


The company signature should be clearly isolated Demonstration D: Unacceptable. Correct company 
from any other heading or text copy. The company identification must alvvays be included through the 
identification must not become confused as a part of use of the proper company signature. İt is not suf- 
the copy. The examples demonstrate this principle. ficient identification to use the company name alone 


as a part of the heading. 
Demonstration A: The signature is vvell sepa- 


rated from the heading, for identification purposes. Demonstration E: Unacceptable. Other words may 
The heading is set in a different type face, which not be attached to the company signature to make a 
additionally separates the name of the company. heading. The company signature must always be 


isolated, through proper staging. (see page 7) 
Demonstration B: The signature is separated from 


the heading. The heading may be set in Helvetica, Demonstration F: Unacceptable. The bell symbol 

as shown here. In this example, the company name must not be used in close proximity to a company 

is not repeated as a part of the heading. name in a heading in an attempt to create a signa- 
ture. The symbol and company name as identification 

Demonstration C: Unacceptable. The bell symbol must always be set in the proper logotype style and 

alone, may not be used for identification purposes. be properly staged. 


Although the company name appears as a part of 
the heading, it cannot be considered a proper identi- 
fication element. 
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Trademarks and Service Marks: 
Use with Company Signatures 


The follovving demonstrations present guidelines to 
be observed when a trademark or service mark is to 
appear on the same printed surface as an operating 
company s signature. İt is important to note that 
these guidelines differ from those that apply to the 
use of multiple company signatures, as stated on 
page 12 of this manual. 


Demonstrations A &B: When a trademark or serv- 
ice mark and a company signature are shown on 

the same printed surface, there must be a significant 
difference in the proportionate sizes. Whether the 
trademark (or service mark) or the company sig- 
nature should be subordinated depends on the copy 
and intent of the printed piece. Example A demon- 
strates that the communication is principally about 
the Trimline phone. It is appropriate that the trade- 
mark is larger. Demonstration B is unacceptable 
because it shows equal emphasis. 


Demonstrations C & D: In addition to a significant 
difference in size, the mark and the company signa- 
ture must be separated from each other. Whenever 
possible, other graphic or copy elements should be 
placed between them. 


In Demonstration C, the company signature identifies 
the sponsor of the printed piece. The distance be- 
tween the trademark and the company signature 
allows each to serve separate functions. Demonstra- 
tion D is incorrect. The positioning of the elements 
and the size disparity create an uncomfortable re- 
lationship between the trademark and the company 
signature. 


Note: For a complete source of reference on this 
subject, see: Bell System Trademark and Service 
Mark Manual. 
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Trademarks and Service Marks: 
Use vvith Other Copy 


The following demonstrations have been condensed 
from a more extensive explanation that is available 
in the Bell System Trademark & Service Manual. 


Demonstrations A & B: When a Bel! System trade- 
mark or service mark is used as a display line, it is 
to appear in combination with the bell symbol. The 
name is also to be set in the special stylized alpha- 
bet created for this purpose. It is important to recog- 
nize that it is incorrect to use the stylized logotype 
without the bell symbol. 


Demonstrations C & D: The stylized alphabet is 
never to be used as a typeface for body copy or for 
general display typography. Its use must be restricted 
to trademarks and service marks only. 
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Demonstration E: If there are no other words in the 
copy with initial caps, it is preferable to use an 

initial cap with lower case letters for the registered 
trademark or service mark. This makes the mark 
distinctive. The mark may also be made typo- 
graphically distinctive through the use of italics, 

all caps, bold face type, quotation marks, or under- 
score. The “®” symbol must follow the first use of the 
trademark or service mark on the printed piece. 


Demonstration F: When using the trademark in 
body copy, do not use the special, stylized alphabet. 
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Unofficial Identification: 
Use on Printed Communications 


These facing pages present excerpts from the spe- 
cially prepared guidelines manual, “Bell System 
Guidelines for Application, Unofficial Identification: 
Logotypes and Symbols.” Bell System people re- 
sponsible for the design and production of printed 
materials (for both internal and external distribution) 
are asked to review that manual, in its entirety, before 
proceeding with the use of unofficial identification 

in any media. 


Shown below are examples of two methods that may 
be utilized to show unofficial identification. The un- 
official identification must always appear with the 
company signature on the primary identification 
surface. 


Demonstration A: Logotype only. The unofficial 
identification logotype is set in Helvetica Medium, 
caps and lower case. It is shown in a secondary 


position to the company signature. 


Demonstration B: Symbol and logotype. Represents 
the use of a custom-designed symbol used with a 
logotype. The logotype is set in Helvetica Medium, 
caps and lower case letters. The unofficial identifi- 
cation is not larger than the company signature. 

It is positioned to the right or below the company 
signature. 


Demonstration C: Unacceptable. The bell symbol 
may not be shown in direct relationship to any un- 
official identification elements. Also the unofficial 
signature cannot function as the only sponsoring 
identification on a printed communication. It must be 
shown with the official company signature. 


Demonstration D: Unacceptable. The bell symbol 
may not be used in conjunction with another symbol. 
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Unofficial Identification: Mastheads 


Throughout the Bell System, a variety of newsletters 
and newspapers are produced by the departments, 
service groups, etc. It is important that the official 
company signature appears in a prominent position 
on the mastheads of these newsletters and news- 
papers. The applications below outline the basic 
principles to be followed. 


Demonstration A: Newsletter and 
Demonstration B: Newspaper. 

This is a preferred arrangement for mastheads. The 
official company signature is isolated and given its 
own prominent position. 
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Demonstration C: Nevvsletter and 
Demonstration D: Nevvspaper. 

Illustrates a masthead format in which the company 
signature is given a secondary positioning relative 
to the stylized, unofficial identification. Hovvever, 
the company signature remains prominent enough 
to identify the document as a communication of a 
specific Bell System company. 


Unofficial Identification: 
Use vvith Stripes 


Unofficial departmental or service group identifica- 
tion elements may be used on printed commu- 
nications in coniunction vvith the blue and ochre 
identification stripes. The general rules for applica- 
tion of the blue and ochre stripes, previously des- 
cribed on pages 10 and 11, also apply to unofficial 
identification. 


Demonstration A: When the unofficial identification 
is made up of both a symbol and logotype, it must 
remain a minimum of one-half the height of the 
symbol or the combined total height of the stripes 
away from the stripes, whichever is greater. 


Demonstration B: When a logotype only is used for 
unofficial identification, it must remain a distance 
equivalent to the height of the capital letters away 
from the stripes. Note that the official company 
signature must also appear. 


Demonstration C: The stripes must be positioned 
within their own proper staging area. Identification 
elements must be kept away a distance equal to the 
total combined height of the stripes. 


Demonstration D: Unacceptable. The stripes, alone, 
do not serve as an “official” identification. The 
company signature must also appear, as is demon- 
strated in illustrations A, B, and C. 


Demonstration E: Unacceptable. Do not position 
the unofficial identification immediately adjacent to 
the blue and ochre stripes. See Demonstration B. 


Demonstration F: Unacceptable. Do not make the 
stripes the same left-to-right measure as the unofficial 
identification. This creates a single unit effect. 
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PhoneCenter Stores 
Identification Marks 


The primary identification mark for the PhoneCenter 
Stores consists of a stylized logotype, reproduced 

in three specified colors (yellow, orange and red) 
against a dark (brown) panel shape. The identifica- 
tion mark has been refined into a flexible system of 
three configurations, as demonstrated on this page — 
one line, two lines and three lines, with and without 
the bell symbol. The PhoneCenter Stores are not to be 
identified through the use of the “Newmark Alphabet 
That alphabet is reserved for Bell System trademark 
and service mark identification 


Note: For the source of reference on this subject, 
see: Bell System Special Identification Program 
Graphics Standards Manual, “PhoneCenter Store.” 
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Hovv to Obtain information: 


If you have any questions concerning the application 
of identification graphics, contact your company 
corporate identification program administrator, Public 
Relations Department or 

Advertising Manager— Graphic Design 

AT&T 

Public Relations and Employee 

Information Department 

New York, New York 

Telephone: (212) 393-2707 
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